. The gap between rural and urban economic conditions can be demonstrated by considering that 17% of rural residents in 2005 were below the poverty level compared to 13% of residents in metro areas (US Census Bureau, 2006) . Gravitation of much of society to urban areas has created distances to rural areas that limit income, growth and access to labor as well as supporting services such as advice. The effects of outmigration on small rural businesses are evidenced in the USA as well as many European countries such as Finland (Littunen, 2000) , the UK (Storey and Wynarczyk, 1996) , and Scotland (Anderson, 2000) .
Small business success has social as well as economic consequences for communities and geographic regions. Business success in developing new products and ways of doing business adds value to the economy and improves the quality of life in communities (Dabson, 2001; Federal Home Loan Bank of Des Moines, 2005) . If small businesses are vitally important to a community's economic and societal health, the question then becomes one of 'How can small businesses overcome the limitations that often accompany the rural or small community environment? ' The goal of this research is to explore whether membership in formal networks helps overcome several of the limitations and challenges associated with scale and often remote locations of small US fi rms operating in small and rural communities. Specifi cally we examine whether the sharing of resources and the commonality of vision that result from networking are associated with benefi ts to small business owners. Further, we assess what the collective or generalized advantages of networking are for member fi rms, and what factors are associated with the likely continuance of the network. Generalized advantages derived from operating as a group rather than as an individual in the marketplace could include perceptions such as increased status and market knowledge, thus enhancing continued membership.
Small businesses operating in small and frequently rural communities who are members of organized industry or community business networks serve as the focus of this study. These independent small businesses cooperate in formally structured networks as a strategy for advancing their own businesses as well as improving conditions for the collective group (Lorenzoni and Lipparini, 1999; National Commission on Entrepreneurship, 2001) . Strategic networks are expected to enhance the sharing of information and to provide opportunities for network members to achieve competitive advantages in the marketplace (Jarillo, 1988; Nelson, 2004; Thorelli, 1986) . Strategic networks examined in this study are formal organizations having by-laws, monetary dues, and a governing structure, with the goal of enhancing business success.
Theoretically, we use concepts from social capital theory and strategic network theory to elaborate the mechanisms underlying network relations. We supplement the literature on social capital and strategic network theory with fi ndings from fi eld interviews with network directors and network members who are owners of diverse types of small businesses. Consistent with the discovery-oriented approach outlined by Kohi and Jaworski (1990) , the literature and fi eld interview data helped us develop hypotheses that were empirically tested using structural equation procedures with data collected from interviews with small business owners who were network members. With this analysis, we are able to address the research questions asked above, and support expectations derived from theory as well as fi ndings from the qualitative evidence. This study of small businesses in rural economies is unique in that it utilizes both qualitative and quantitative approaches within the same study.
This article is organized around the two theoretical perspectives that are presented fi rst, followed by the explanation of key theoretical constructs and their proposed relationships presented as hypotheses. Next, details of sampling and development of measures for operationalizing the constructs are explained, data analyzed, and then the subsequent results are discussed in relation to both theoretical and managerial implications.
Theoretical Literature Review

Studies on Networks
The impact of business and networks on economic life has been studied by scholars working independently and collaboratively across several countries (Rauch and Hamilton, 2001 ). There has been a large concentration of small business network research conducted outside the USA in Belgium and Finland (Arenius and De Clercq, 2005) , Denmark (Neergaard, 2005) , Sweden and Norway (Borch and Huse, 1993) , Italy (Pyke and Sengenberger, 1990) , Japan (Imai and Itami, 1984) , and the UK (Ostgaard and Birley, 1994) . In spite of a plethora of studies of business networks, analysts have not integrated the fi ndings from European and Asian small community research fi ndings to the US evaluation, with the exception of Aldrich et al. (1989) who examined samples of entrepreneurs from the North Carolina Research Triangle and Italy. Several scholars have conducted matched studies examining network structures and activities specifi cally across entrepreneurs in Norway (Greve, 1995) , Sweden (Johannisson and Nilsson, 1989) , Scotland (Drakopoulou Dodd et al., 2002) , Northern Ireland (Birley et al., 1991) , Japan (Aldrich and Sakano, 1995) , and Canada (Staber and Aldrich 1995) . These studies discovered that some elements of business networking are universal, and though not highlighted, small fi rms operating in small communities were represented among the sample populations in these studies.
Even so, variations in cultures present challenges to achieving cooperation necessary for network interactions (Smith et al., 1995) . For example, individuals in the USA tend to cooperate less than individuals in Sweden and Japan (Cole, 1989) . In the USA, network research by Human and Provan (2000) with small and medium-sized fi rms found network organizers faced several roadblocks to member interaction. These obstacles stemmed from the USA small business culture, which has been described as independent, competitive and resistant to sharing (Browning et al., 1995) . Thus, owners of small US businesses have a strong desire to stay independent, while recognizing that collaboration could be critical to business success. As organizations become increasingly global it is important to acknowledge an understanding of how cultural differences affect networks.
social relationships with other businesses that over time can generate trust and expectations of fairness and reciprocity (Grabher, 1993; Granovetter, 1985) . The empirical and theoretical treatment of business networking has paid little attention to understanding how complex sociological ties or attachments develop among small businesses (Golden and Dollinger, 1993; Hanna and Walsh, 2002) or within small communities where an increasing number of businesses fail (Bhat and Fox, 1996; Knock, 2002) . Past research has largely focused on the benefi ts of informal networking for entrepreneurs as they start and grow a new business, or on mediumand large-sized businesses in metropolitan locations (Fann and Smeltzer, 1989; Malecki and Veldhoen, 1993; Shaw, 2006) .
The foundational concept in social capital theory is social connections or networks, which may be characterized by norms of accepted behavior and trust, and which enable participants to effectively act together in pursuit of shared objectives (Flora, 1998; Granovetter, 1983; Putnam, 1995) . For this article, a defi nition of social capital was adopted from Inkpen and Tsang's (2005: 151) perspective: 'Social capital is the aggregate of resources embedded within, available through, and derived from the network of relationships possessed by an individual or organization.' We extend this defi nition beyond the notion of sharing resources to include Portes and Sensenbrenner's (1993) concepts addressing shared vision. Behavior that results from understanding the collectivity or power of solidarity enables mutual support. In other words shared vision develops when individuals agree upon common tactics or methods for achieving desired outcomes and are willing to invest in long-term relationships (Jarillo, 1988; Jarillo and Ricart, 1987) . Trust is a necessary element in developing relationships and is considered both a catalyst that must be present before relationships move forward to solidify (Granovetter, 1985) , and an incrementally created outcome from successful transactions among individuals or organizations (Kandemir et al., 2006; Morrissey and Pittaway, 2006) . The former perspective on trust originates in social capital theory pertaining to organizations in general while the later perspective has been more recently expressed in the literature pertaining to small business and marketing strategy.
Strategic Networking
For a business owner, goal-oriented behaviors between the business and other entities, such as suppliers and customers, can be conceived of as strategic actions. Introduced to the concept of social networking is the concept of business strategy, meaning collaborative conduct driven by the need to achieve fi rm success. Networking when conducted to achieve fi rm success is 'strategic networking'. Understanding of a fi rm's strategy based on independent and collaborative resources requires a combination of theories and methodologies (Johannisson et al., 2002) . To provide a deeper analysis and to generate new patterns for general strategy research, social capital theory is combined in this study with strategic network theory. Malecki and Vedhoen (1993) suggest that for small fi rms, social networks progress into businessfocused networks, and then into strategic networks.
Strategic networking theory focuses on the development of trusting and reciprocal relationships among independent business owners as a tactical stance in competitive markets (Borch and Huse, 1993; Hoang and Antoncic, 2003; Jarillo, 1988) . Strategic networking is therefore similar to social capital in that cooperative relationships form the central construct; however, the threat of competition is the primary motivation for cooperation. The resource-based view of management suggests that today's networked fi rm behavior can be interpreted as a search for competitive advantage (Barney, 1991; Lang et al., 1997; Pineda et al., 1998) . For a strategic network arrangement to perform well and endure, 'go it alone' or opportunistic behavior is replaced with an understanding that there is more to gain in sharing (Ahuja, 2000; Jarillo, 1988) . We narrow the scope of Dubini and Aldrich's (1991: 305) defi nition of networks as 'patterned relationships between individuals, groups, and organizations' to defi ne strategic business networks as groups of businesses joined in a voluntary formal organization (i.e. the networks contain offi cers, by-laws, dues, regular meetings) of indefi nite duration having as one primary goal the enhancement of business success.
Theoretical Intersection of Networks and Social Capital
Theoretical intersections of social capital and networks have been recently examined by Inkpen and Tsang (2005) . Their research focuses on strategic networks and follows Gulati et al.'s (2000) defi nition of strategic business networks as ties between business organizations that are enduring and intended to provide strategic advantages. Inkpen and Tsang (2005) present a typology of strategic networks on two dimensions. The horizontal dimension represents the degree to which the network governance is structured, ranging from formally structured on the left side of the continuum to informally structured on the right side. The vertical dimension represents the degree to which network members hold different roles or positions in the network's value chain. The position also refl ects level and location of authority in the network. In this typology, an intracorporate network, meaning a network characterized by a headquarters with controlling interest in subsidiaries, would have a more formalized structure but plausibly demonstrate some width along the horizontal axis dependent upon the network's level of decentralization of authority. On the unstructured side of the continuum, Inkpen and Tsang place the industrial district network type. In their defi nition, an industrial district operates in a shared geographic location that includes a network of producers, auxiliary or sustaining businesses, and a labor market. Between the intracorporate and the industrial districts Inkpen and Tsang place the network type termed strategic alliance. In this network type, fi rms work together in a less formally defi ned assignment than the intracorporate network but more formal than the industrial district type. This form of alliance is more complex in structure and governance than the industrial district and may involve a constellation of partners. Additionally, relationships between strategic alliance fi rms are less hierarchical than intracorporate networks and more hierarchical than fi rms in industrial networks. The networks examined in this study of industry and community business networks would be located between the industrial networks and the strategic alliances in a region similar to where Inkpen and Tsang placed trade associations. This location indicates the networks possess more formal structures and less hierarchy compared to intracorporate networks and alliances. Thus, the networks offer strategic signifi cance in that individuals in interorganizational relationships use the resources and shared interests to enhance and develop subsequent business strategies benefi ting chiefl y the business and subsequently the network.
Development of Strategic Networking Constructs and Hypotheses: Literature and Field Perspectives
Field Interview Data Collection
As preparation for conducting the quantitative inquiry, fi eld interviews were conducted with directors and three members each of one community and two industry networks.
1 This process was similar to Human and Provan's (2000) exploratory work with networks of small and medium-sized US fi rms. Interviews served as a means of assessing the relevance of existing literature to the small business and small community environment. Persons interviewed represented the perspective of small business owners operating in small communities who belonged to formal strategic business networks.
Viewpoints were needed from a broad range of businesses functioning as a network within a single small community for the purpose of stimulating local economic vitality, such as a chamber of commerce or a community economic development organization. It was also important to assess the viewpoints of similar businesses located across multiple small communities, such as chiropractors or farm implement dealers, who networked primarily to improve their businesses and thus indirectly enhanced their communities' economic conditions. Both the community-based and the industry-based networks can be characterized according to Flora and Flora (1993) as horizontal networks. Their work in rural communities suggests that an important quality of networking is horizontal learning from or among individuals who are more alike. Thus, network quality is enhanced through commonalities stemming from similarities in location and/or similarities in type of business.
Findings from the fi eld interviews and literature review are combined in the following section. Analysis of the qualitative data provided identifi cation of major construct domains as well as relationships among those domains. We utilized open axial and selective coding in a line by line procedure. Six research hypotheses were generated as an outgrowth of the qualitative fi ndings and theoretical framework. In each of the following sections we fi rst discuss the construct as it has been explained in the literature. Then we present the relevant perceptions that emerged from the fi eld interviews. Finally, the hypotheses describing the relationships to be tested are proposed. A model clarifying the relationships to be examined via structural equation modeling follows the discussion of constructs and hypotheses.
Resource Sharing
From a strategic network perspective, small business owners invest in networking when there is potential to share resources needed for succeeding in a competitive market. Thus, resource sharing is one proposed antecedent or motivation for networking examined in this study. Frequently new business owners identify diffi culties in obtaining information relative to marketing, fi nancing, and technology (Malecki and Veldhoen, 1993) . Social capital and networks are said to enable exchange of knowledge and the creation of new knowledge (Arenius and De Clercq, 2005) . Shaw (2006) found support for the competitive advantages provided by resource sharing, particularly the importance of market information about customers and competition.
Resources are defi ned here as potential assets that are tangible or intangible and used by the business to compete in the marketplace. A variety of resources may be exchanged or shared among acquaintances with some activities perceived as riskier or requiring more trust than others. For example, referring a customer to another's business requires minimal investment in the exchange and has little risk of opportunism. However, sharing information about new techniques, suppliers, or technology requires a greater investment in the exchange and a greater threat of opportunism and as such, is perceived as riskier. This study examines resource sharing that is perceived as risky but could perhaps enhance a fi rm's competitive advantage in its marketplace. The potential risk of collaboration among network members is therefore offset by anticipated enhanced marketplace positioning. An example of resource sharing is expressed in the refl ections of a network member about how the network developed over time:
The merchants did a lot of comparing notes and you know exchanging ideas . . . we had a round- 
Shared Vision
What is deemed appropriate behavior among network members is often driven by what the network strives to achieve or holds as an overarching vision. Strategic networks are formed among individual business owners who see similar solutions to market uncertainties. In effective networks, members hold a common vision about what the members should accomplish, what is valued or of interest, and what is required or expected from membership (Wollebaek and Selle, 2002) . The second antecedent in this study, shared vision, is viewed as individuals having similar values and expectations of behavior (Thorelli, 1986) . Inkpen and Tsang (2005) discuss this behavior as a cognitive dimension of social capital called 'shared goals'; whereas, Kandemir et al. (2006) discuss the importance of 'alliance coordination', a concept that also aligns with shared vision. Alliance coordination describes what performance outcomes can be generated through a shared vision across the member organizations including, International Small Business Journal 25 (6) '. . . integrated strategies, more synchronized activities, and more timely and meaningful dissemination of knowledge across their network partners' (Kandemir et al., 2006: 327) .
Shared vision develops when individuals agree to common objectives and are willing to invest in long-term relationships to realize their shared goals (Jarillo, 1988; Jarillo and Ricart, 1987) . Within a network, shared experiences through time can build shared vision and established norms among members. As one director refl ected upon the network's origination and expansion:
We had the vision somehow I don't know how, but we had enthusiastic people, and we had a vision.
Agreement about principles of behavior generates more effi cient transactions and furthers the network's goals. The following statement by a network director captures this concept:
Well, I guess a new association would be like setting up a new small business. Chances of it making up are 1 in 5, so persons would have to have a very good vision and would be willing to work very hard to get people together. I think it could be done, just it takes right people to do that. (Q56)
Network Performance
Network performance is measured in two different but related concepts in this current research -fi rst, the benefi ts of networking on the individual businesses, and second, the advantages to the collective group. Our research proposes that, from a strategic networking perspective, small business owners would require outcomes from networking that directly impacted their businesses. However, measuring the networks' performance solely on the success of the members would be insuffi cient, for once the information is transferred, i.e. a new supply source, and the success experienced, what is to keep the business owner from discontinuing the membership? Generalized advantages of networking are diffi cult to quantify and are not individually owned by any member. These include friendships, trust, status, optimism and satisfaction with the network. Network continuance is predicated on members' business and personal perceptions of both individualized and collective benefi ts.
Benefi ts to the Business
In this study we examine the perceived strategic impact of networking (via shared resources and shared vision) on an assortment of individual small business activities. These activities are commonly cited in the literature and were frequently mentioned in the fi eld interviews. Possible benefi ts to the businesses from networking include self and employee training and development opportunities, improvement of management, and advancements in work practices, or productivity, or use of technology. The business may not survive without the helpful advice or specifi c business knowledge provided by a trusted colleague as suggested in the following comments.
We try to have educational activities that help people to identify pests, how to look for different diseases. And other diseases that people may confuse with those diseases. We try to teach producers how to make the right manipulations (Q84) There are some very defi nite benefi ts to belonging, as there is in any organization. You're exposed to a group of people that are fairly well educated in terms of [the business] because we do make a good attempt in bringing in all these experts at our annual meetings and things like that. We put out a pretty good newsletter that they can receive every month. They can advertise in it for virtually nothing. They can receive information on how to do different things. And, especially if you're a beginner, it's really good information to have. You know, the fi rst couple years are pretty rough, because you think you know how to do it, but you're really not absolutely sure. (Q68,83,84) Though it was expected that network members would be able to articulate the short-term benefi ts of networking, it was a surprise that they were equally cognizant of the benefi ts generated over a long term. Not only were the networks from fi eld interview phase of the research in operation for more years than had been expected (90 to 100+ years), but business owners interviewed had been members for most of their years in business often extending over more than 30 years. One respondent discussed historically how members interacted and how the introduction of computerized ordering processes altered interactions.
For a [network] , I think the advantages were that it certainly developed more professionalism by networking with other businesses and getting to know them better. We did business with each other because we saw each other at conventions and so on. You could call and order and catch up on them and so on. Now that the costs have [been lowered] with the computer, it's much faster . . . (Q84,87,88,91) Very salient benefi ts to the business were derived from the networks' efforts to gain favorable legislation. Over time, imported products created pricing problems for businesses until the network requested better federal-level controls. As one network member described it:
One of the problems that our members in the U.S. are becoming more aware of is the problem that there is a lot of cheap product that comes into this country and other countries and it drives the price down and makes it pretty tough for the little producers to make money. So we're more concerned about that the last four or fi ve years. That's true of a lot of our agriculturally produced products is that cheap prices hurts our situation to make a living. The price of our product has gone up some now because we launched an investigation against China and Argentina. Now they're having to pay a duty before importing their goods into the U.S. It's actually brought the price of our products back up to where it would be more profi table. (Q93) Statements like the following suggest that resource sharing and development of shared vision often went hand-in-hand in the provision of both long-term and short-term benefi ts to the member fi rms. Network membership provided opportunities for education on topics relevant to businesses, provided names or contacts for future needs, and provided a chance to talk with others facing similar challenges.
I think the education thing was really important, to a lot of us . . . And it was the friendships that we built across the state that were important to us. (Q94)
The following hypotheses were formed based on fi eld interview comments and on theorized relationships proposed in the literature:
The greater the level of resource sharing among small business network members the greater the perceived benefi ts to the individual businesses. H 2 The higher the level of shared vision among network members, the greater the perceived benefi ts to the individual businesses.
Generalized Advantages of Networking Studying a cross-section of US industries that had entered into strategic alliance types of networks, Kandemir et al. (2006) found that concrete advantages of collaboration must result for the entire network of collaborators or fi rm-level outcomes were considered insuffi cient. Returning to Granovetter's (1985) perspective that economic activities are embedded in concrete personal relations and structures such as networks, then the consequences of successful networking should include not only the strategic networking outcomes, which in this case involves perceived benefi ts to the individual fi rms, but also the generation of social capital. Social capital can in this case engender group advantages and tangible outcomes resulting from team efforts. The embeddedness argument stresses that exchange or transaction with individuals of known reputations or proven reliability based on past dealings yields better results. Granovetter's (1985: 480) conceptualization suggests the following, 'individuals with whom one has continuing relations have an economic motivation to be trustworthy, so as not to discourage future transactions; and departing from pure economic motives, continuing economic relations often become overlaid with social content that carries strong expectations of trust and abstention from opportunism'. Farrell and Knight (2003) speak to the generalized form of trust whereby trust experienced with known individuals is extended to individuals with whom there has been no prior experiences if those individuals are somehow associated with those who are known and trusted. The more generalized advantages of networking are thus important to perceptions of a network's performance. They are defi ned in this study as the results of cooperation that can indirectly impact business success such as elevated optimism, status, friendships, trust, and satisfaction with the network. Trust is an important generalized advantage of networks. Numerous studies report the sizable impact of trust on a variety of organizational attitudes and behaviors (Zahra et al., 2006) . In our conceptualization, trust results from formal network membership in two ways. The fi rst is due to the network's tacit and explicit standards of acceptable member to member behavior, surveillance of compliance with the standards, and sanctioning of members who deviate from trustworthy behavior (Farrell and Knight, 2003; Gulati and Gargiulo, 1999) . Portes and Sensenbrenner (1993) call this enforceable trust.
Trust is also an outcome of emotional bonding through interactions and discovery of common interests (Nicholson et al., 2001 ). Burt (2001: 32) views trust as 'anticipated cooperation' that has been created by both repeating transactions as past experience, and as a sign of future cooperation. In other words, recurring cooperative actions create confi dence or improved odds that the other person will cooperate. Beliefs that members will not take advantage of each other or that members keep their word to each other are examples of trust outcomes. The following statement from a network member aptly describes the relationship between networking, trust, and business success. I think that is for me, it was really exciting, it was fun, it was motivating . . . I made a lot of good friends, those were all the reasons to be a part of a networking group . . . and I believe that you gain a trust when you are sending orders back. You need business in that way that is unlike other retail stores that are very independent, we are very dependent on others in our industry and other towns and cities and when you think about the number of orders that are processed all over the U.S . . . how many go well? There are a few that don't go well but, and they go well because of that commitment to do the best for your store as I would for my own . . . you know . . . that trust makes it unique. (Q52,53) Strategic network theory suggests that fi rst and foremost businesses collaborate to directly improve their market competitiveness and to increase their business success. In this perspective, networking is an instrumental means to the business success as an end product. Social capital theory posits a more nuanced association between networking and business success taking into account factors like elevated status, strength in numbers, and optimism that have more indirect impacts on business success and may take a longer period of time to actualize. Below, the owner of a small retail store describes how the network helped a member gain in knowledge and how strength in numbers builds confi dence.
And the young woman who was a designer [at a show], we got to know through that event and she eventually became a [network] board member and . . . so, she went on to be a regional director for [a large grocery chain] stores and other shops in several states.
So, very accomplished person. (Q74)
For Mom and Pop stores there is a 'we and they' attitude [they being the large businesses]. My response to that is, if you want to be in mass marketing, get into it. Most of us who are Mom and Pop stores like the way we do business. We don't want to do mass marketing, it's two different ways of doing business."(Q71 or 82)
A network director reveals some of the generalized advantages achieved from working together. The notion here is that business members will gain if the community they operate in is strong and healthy. Thus, when network projects are aimed at improving the community, business members gain indirectly through the increased vigor and vitality of the local economy. The ability to affect change can empower the individual small businesses and increase optimism about conducting business in the community. As one community network director noted:
We fully developed an industrial park, we just got the road and utilities installed this summer. We have done a lot of work with the local airport commission (we have a great airport here), and we've helped them attract some new development and navigate through some things in order to expand the infrastructure available at the airport, which in turn has brought a lot more business to the airport and then to the community. Most of it is small business stuff, not like IBM or something. But that is certainly very, very positive. We've also helped a number of industries to expand. There are not tremendous numbers of new industries that are moving into [community] let alone expanding. Since I've been here the last fi ve or six years we haven't had new industries moving here. We've helped the ones that are here expand. I do believe that [the network] over the course of its life, has probably helped three new industries come here. (Q72,69,74,73) Three hypotheses were formed based on fi eld interview comments and on theorized relationships proposed in the literature. Just as the social capital aspects of sharing resources and vision are proposed in the earlier hypotheses to benefi t the individual businesses, we propose that network members will recognize the effect of resource sharing and shared vision in generating collective or network advantages. We also recognize the potential direct effect of individual benefi ts on the collective or network advantages. H 3 The greater the level of resource sharing among small business network members the greater the perceived advantages from networking.
The higher the level of shared vision among network members, the stronger the perceived advantages from networking.
H 5 Generalized advantages of networking will be positively affected by the perceived network benefi ts to individual businesses.
Network Continuance
The structural element of social capital that Inkpen and Tsang (2005) label network stability is described across the three strategic network types with greater stability of membership predicted in the intracorporate network than for either the strategic alliance or industrial district. Stability of membership overlaps with the concept of network continuance. Membership, whether stable or characterized by ongoing joining or leaving activity, is a necessary ingredient for network continuance. Stable or growing membership numbers are necessary for network continuance. A consequence of networks providing generalized advantages to their members is network continuance. Presumably networks that meet member expectations about benefi ts will survive longer than networks that fail to meet their expectations. Given the longevity of the networks in the fi eld interview phase of the study and the variation in age of the networks in the quantitative phase of the study, we have an opportunity to examine whether network continuance is related to perceived member advantages. Additionally, elaborating the factors related to network continuance will provide insight into the maintenance and creation of social capital in strategic business networks and provide information useful to those wishing to create or sustain strategic business networks. The construct of generalized advantages from networking is therefore hypothesized to be a key antecedent to network continuance.
Comments from the interviews suggest that even long-lasting networks face challenges that endanger their future existence. Interviewees expressed a strong commitment to their network, however at the same time they recognized that times have changed, and so have people's level of engagement in personal and professional relationships. These sentiments and the challenges they represent were expressed during interviews with two network members.
I don't know if what I've told you is very similar to other organizations, but it just seems like, at least with our organization, we've kept up for so long. We've been doing about the same kind of thing, with the same people. And here all of a sudden, with the loss of our state department and inspectors and the state staff person and all these things that are going on at the federal level, it really caught us off guard. We're not very well prepared for those kinds of changes. (Q114)
The only thing I have heard is, how poorly attended the convention has been and I am sorry to hear that because I know how much work goes in the planning and the expense. I guess, like all organizations and churches that are struggling with membership, people have a lot more options for their entertainment. (Q96, Q113)
In our research, network continuance is the desired outcome that is hypothesized to be facilitated indirectly by (1) member resource sharing and shared vision, and (2) perceived direct benefi ts to the member fi rms. Based on fi eld interview comments and on theorized relationships proposed in the literature, generalized network advantages among members is proposed to have a direct impact on network continuance.
H 6 Network continuance will be positively affected by strong perceptions of generalized network advantages.
Model of Hypothesized Relationships
Figure 1 is a conceptual model based on the previous discussion and illustrates the hypothesized relationships to be tested. Briefl y, the model consists of the antecedent networking conditions of resource sharing and shared vision, the moderator variables of benefits to business and generalized advantages of networking, and network continuance as a consequence of networking. The constructs of resource sharing, shared vision, benefi ts to individual businesses, generalized advantages of networking, and network continuance were conceptually defi ned in the preceding discussion. They are each operationally defi ned in the following section along with discussion of the sampling methods and survey development. 
Method
Network Sampling
Strategic business networks were defi ned as permanent (non-ad hoc), formal organizations and one of whose aims was the success of member businesses. Specifi cally, we focused on two kinds of strategic business networks in four US Midwestern states (Iowa, Minnesota, Nebraska, and Ohio); (1) state or local industry-based associations like small community retailers, agricultural producers, and service fi rms, and (2) community-based strategic business networks like chambers of commerce, downtown merchants' associations, or tourist promotion associations. As previously mentioned in the fi eld interview rationale, these two groups were selected to assess both a broad range of businesses functioning as a network within a single small community, and a narrower range of similar businesses located across a variety of small communities. Small communities were defi ned as having populations of less than 10,000 people. Many of the small communities could also be considered rural communities in that they were somewhat isolated with all larger communities distanced more than 30 miles away. Thus, in accordance with the US Department of Agriculture's defi nition, several of these rural communities were located outside of urbanized areas and could not be considered urban fringe areas (Economic Research Service, US Department of Agriculture, 2006) .
A sampling frame of 797 industry and community business associations matching our criteria was created by utilizing directories of chambers of commerce, association directories, and professional association directories, and scanning the internet. The sampling frame was stratifi ed by state, type (industry vs community), association age, and for community networks, by population size of town. The selection of the industry network sample was a combination of systematic random sampling and purposive sampling. The criteria guiding our sample selection included maximum variation across industries and matching industry networks across states. Seventyseven industry and community business networks that fi t the criteria were selected as part of the fi nal sample. To recruit members in each of the selected networks, directors or presidents of the networks were contacted seeking participation of their members. We received responses from 29 offi cials expressing their willingness to be interviewed and to supply member lists and other network documents such as by-laws, offi cer lists, newsletters, and other written material.
Our fi nal sample consisted of 4 chambers of commerce, 6 other community strategic business networks, and 19 industry strategic networks distributed as follows: 4 in agriculture; 2 in construction; 2 in fi nance, real estate, and insurance; 3 in manufacturing; 3 in retail; 2 in business services; 1 in personal services; and 2 home-based business networks. Among the full sample of community and industry networks, 11 are in Iowa, 5 in Minnesota, 6 in Nebraska, and 7 in Ohio. The networks varied in age, but most had been in existence for several years. The networks varied in age from -1 (one network had ceased to operate prior to the time we studied it) to 136 years, with an average history of 49 years in existence. They varied in membership size with an overall average of 366 members, but approximately 15 networks had fewer than 200 members and 2 had more than 2000 members.
Network Member Sampling
The initial goal was to interview a minimum of 75 members from each network. Therefore, 90 members were selected from each member list supplied by network directors as the optimum sample size using a systematic random sampling technique. However, some networks did not have 90 members with membership numbers ranging from 6 to 3000 (mean of 200). In networks with fewer than 90 members, all were included in the sample selection.
Interviews, conducted by Iowa State University Institute for Social and Behavior Research Computer Assisted Telephone Interviewing Laboratory, were closedended and lasted approximately 25 minutes. The sample size was 2071 members with 176 ineligible, 466 could not be reached or an interview could not be scheduled during the study period, 283 refused to participate, 23 partially completed interviews, and 1122 completed full interviews. Cooperation rate when the partials, the ineligibles, and the 'could not be reached' are subtracted from the original sample size, was 79.8%.
The sample contained businesses with annual gross sales of less than US$1000 to US$10,000,000. The number of employees ranged from 0 to 1000. This analysis focuses particularly on the owners of small businesses; therefore, a subsample of the 1122 was selected using the following criteria -a business owner respondent, fewer than 20 employees, and less than US$5m in annual revenue for the year 2002. Three hundred and seventy-seven respondents met these criteria and completed at least 95% of the questions. All networks previously described were represented in this fi nal interview data subsample.
Characteristics of the Small Business Owners (N = 377)
Sampled business operators had owned their business a mean of 13.97 years with the average age of the business operation at 32 years. Thus, the majority of businesses were not new or developing establishments. Most owners started the business (57.1%), followed in order of prevalence by purchasing the business (27%), inherited or purchased from a family member (11.4%), and as an employee who worked their way to owner (4.3%). The businesses were largely structured as sole proprietorships (48%) or corporations (47.5%) with few partnership organizations (4.5%). The average number of employees was 4.59 with 16% having no other employees beyond the owner. The gross sales averaged US$480,035 for the year 2002. When asked how successful their business was on a 10-point scale with 10 indicating 'highly successful', 54% responded with a rating of 8 or higher (mean of 7.19). Two hundred and forty business owners plan to expand their business in the future (61%) with expansion plans to include new products or services (51.6%), expansion of existing products and services (90.7%), and new employees (71.1%). In sum, these small business owners characterized themselves as network members for the majority of their years in operation (mean of 13 out of 14 years) with largely successful businesses that they desired to grow. (See Table 1 for frequencies and further descriptive information.) 
Operationalization of Concepts
Several existing scales were examined for their potential in operationalizing the fi ve key constructs. We did not fi nd any scales that effectively tapped the domain of the constructs; hence, we developed new scales based on prior research involving for example, small business strategy planning, organizational commitment, external resource exchange, and membership satisfaction. Measures developed were considered refl ective measures in that indicators were viewed as manifestations of the construct (MacKenzie, 2003) . The scales were pilot-tested with 30 small business owners affi liated with networks, but these networks were not included in this study. The pilot testing allowed for refi nement of questions delivered in a verbal format. This piloting process was similar to Human and Provan's (2000) process exploring networks of small and medium-sized US fi rms. Areas considered confusing or too long for a telephone interview were reworked for clarity. The average length of time necessary for completion was also verifi ed so that requests for 25 minutes of a small business owner's time were relatively accurate. (See Appendix 1 for a complete list of scale items, reliability, and mean scores.) 'High risk resource sharing' was measured by four items. Questions developed by Aldrich et al. (1987) , Johannisson (1990) , and by Human and Provan (1986) were modifi ed for measurement of sharing of resources. Additional items were developed based on Heide and John's (1992) relational norms measuring information exchange. In all scales, terms from the literature were compared to the fi eld research fi ndings and both sources helped in developing the phrasing of the questions. Thus, based on the qualitative fi eld research, a question such as 'How often have you shared information about new techniques, suppliers, customers or technology?' was derived from several fi eld studies comments similar to this small retailer's statement about networking, 'The merchants did a lot of comparing notes and you know exchanging ideas . . . and that was a means of kind of picking up new ideas or working with someone on new product or something'.
In all, eight specifi c types of resource sharing were examined via principal components factor analysis with varimax rotation, with four items loading as high-risk exchanges and exhibiting stronger inter-item reliability than the remaining four. Mowday et al.'s (1979) scale of organizational commitment provided the basis for modifying items to measure mutual values and vision. For example, items such as 'The members of this association really care about the fate of my business' was adapted from the organizational scale item that read, 'I really care about the fate of this organization'. Also the item, 'As a member, I am willing to expend resources in terms of time, money, equipment or excess inventory in order to help this association' was adapted from the original organizational commitment scale that read, 'I am willing to put in a great deal of effort beyond the normally expected in order to help this organization be successful'. Inclusion of a measure assessing the network's provision of opportunity for personal socializing (Q94) was derived from several statements collected during the fi eld interview stage. The following are two examples of such member statements, 'When we get together there's so much joy. When we have our conference, I feel it for at least two months afterwards. And I think they like that coming together', and ' . . . we send out quick mails about two a week to our members keeping up to date, keeping them up to date with one another, if somebody goes to the hospital, or if someone perhaps has requested prayer, we send those notices out'.
The 'business benefi ts of networking' were measured with eight items. Items used in Mulford et al.'s (1988) research on small business strategic planning were adapted for measuring network impact on human resources, marketing, product development, management skill, competitive capabilities, and technology access. To determine benefi ts through networking, mean scores for 17 items were assessed with 9 items evaluated as having little to no benefi t. The 8 items used in the fi nal analyses held mean scores higher than 2.5 on a 5-point scale. Items from prior studies were found to coincide with the contents of several statements collected in the fi eld. Question 84 measured the potential network benefi t of improving work practices or productivity. The following statement from a member is one example of supporting evidence:
Because it does provide information and contact with other growers. So there's a practical, very practical advantage to belonging, plus the sense of community and the opportunities for education that are pretty hard to get without being a member.
The 'generalized advantages of networking' were measured with 12 items addressing concepts such as business improvement, optimism about the future, elevated status with vendors, and gaining market knowledge and information. Additional items measured the degree of benefi ts derived from networking and satisfaction with the network. Hays et al. (2000) argue that assessing member satisfaction is a valid outcome indicator of a mutual benefi t organization where the primary goal is to satisfy member expectations. Several items used in prior research overlapped with network member statements collected from the fi eld research stage. For example, the following statement attests to the network's impact on this member's optimism (Q 73), and enhanced market knowledge (Q 82): ' So banding together was extremely important to us. We bolstered each other up, we encouraged each other. We looked forward to our meetings. You know I'd get up at six in the morning, I'd get home at 11 at night, full of energy, enthusiasm, it was wonderful. And that's how we got started, and that was our need, to help each other, and then, there was another need, so we could advertise, promote together and spend less money'.
Two outcome measures pertaining to established trust were also included as necessary for enabling members to effi ciently act together. Items were developed based on social capital concepts embodied in Portes and Sensenbrenner's (1993) work. Trust as a generalized advantage of networking was measured with the following two fi ve-point scale items: 'I can rely on the members of the network without any fear that they will take advantage of me or my business' (Q52) and 'In general, the people in the network will always keep their word to you' (Q53).
'Network continuance' was measured with three items. Items originally used by Besser (1999) and Miller and Besser (2000) in measuring small business owners' attachment to community in strategy formation were modifi ed to measure the owners' attachment to the network, expectation for future membership participation and network continuance. Several statements collected during the fi eld research stage indicated that participation or involvement was needed for network continuance (Q113) or that networks were facing several challenges that could indicate demise (Q96). For example the following is a viable network; however, the director refl ects on loss of funding, 'There were a lot of things that we did, that we're no longer able to do. A lot of the things that we would do involved coordinating a lot of meetings with different parts of the community, whether that was the general managers of our manufacturers and health care providers, or a meeting of farmers or something like that'. The general state of membership involvement is summed up in the two following comments, 'Well, most members, you know come to be served, they don't come to serve'; and 'I would say probably 20 percent, and in any organization, that's probably quite good really'. Questions in this section were designed to measure the respondents' attachment to their network (Q96), intention to participate (Q113), as well as their expectations for the network's future (Q114). The theorized relationships considered a network member who perceived business benefi ts from networking as well as collective advantages would be more likely to desire his or her network's continuance.
Results
Measurement Model Results
All measures were analyzed for reliability and validity and are displayed in Appendix 1. Coeffi cient alphas ranged from .63 to .91 thus meeting or exceeding Nunnally and Bernstein's (1994) recommendation of .70 or Bagozzi and Yi's (1988) recommendation of .60. Variables were created from scales computed at the individual respondent level by summing the mean scores for each item in the scale. Table 2 illustrates the correlation matrix for the fi ve research variables. The correlations in Table 2 provide an initial test of the six hypotheses.
Confi rmatory factor analysis was used to estimate the measurement model using maximum likelihood procedure in Bentler's EQS structural equation program version 6.1. In the model, all of the variables were treated as separate refl ective measures. Overall the fi t indexes indicated that the measurement model fi t the data fairly well: χ 2 =1189.373 (454 degrees of freedom), p < .01, Comparative Fit Index (CFI) = .882, Goodness-of-Fit (GFI) = .832, Bentler's Non Normed Fit Index (BNNFI) = 0.871, root mean square error of approximation (RMSEA) = 0.066, and standardized RMR = 0.058. Although the CFI and BNNFI are below the desired level of 0.9, the RMSEA and SRMR are less than 0.1 indicating a reasonable fi t of the data to the model (Srinivasan et al., 2002) . In addition, all factor loadings are greater than 0.4 as the cut-off demonstrating adequate levels of fi t (Nunnally and Bernstein, 1994) .
Structural Model Results
Using EQS 6.1 to perform structural equation modeling, we then estimated the proposed structural model illustrated in Figure 1 and report results in Table 3 . Hypothesized paths 1, 2, 4, 5, and 6 were signifi cant. High risk resource sharing has a signifi cant and positive effect (β1 = 0.227, p < .05) on business benefi ts, supporting Hypothesis 1. Shared vision has a signifi cant and positive effect (β2 = 0.685, p < .05) on business benefi ts, supporting Hypothesis 2. Shared vision (β4 = 0.857, p < .05) has a signifi cant direct effect on generalized advantages of networking, however high risk resource sharing does not have a signifi cant direct effect on generalized advantages of networking (β3 = -0.035, NS). Therefore, hypothesized path 4 is supported but not 3. Business benefi ts from networking has a signifi cant and positive effect (β5 = 0.173, p < .05) on generalized advantages to networking, supporting hypothesis 5. Finally, generalized networking advantages positively effects (β6 =0.897, p < .05) network continuance, supporting hypothesis 6. The proposed structural model's CFI (Bentler, 1980) of .97, GRI of .833, and χ 2 of 1102.36 (p < .01) with 456 degrees of freedom, and RMSEA of .06 indicate a good fi t. 
Discussion
Theoretical Contributions
Given the reputation of the small business culture in the USA, described as independent, competitive and resistant to sharing (Browning et al., 1995; Human and Provan, 2000) , what is novel and theoretically interesting about a study of strategic networking is that it offers insight as to how cooperation enhances traditionally non-cooperating firms' competitive advantage. The goal of this research was to explore how membership in formal strategic networks functions to meet or overcome the limitations and challenges faced by small fi rms operating in small and often rural communities. The literature suggests that networks, rather than mergers and acquisitions, have become a more lucrative way to combine fi rm strengths in collaborations that facilitate managerial decision-making. These strategic partnerships are also said to extend to production and marketing presenting an effi cient means for gaining access to know-how and resources that may not be internally generated. The hypotheses derived from the existing literature and from fi eld interviews with small business network directors and members served to guide the empirical measurement of how and to what degree collaboration functioned as a business strategy and promoted continued cooperation within the network. By and large, owners considered their businesses successful using their own defi nition of success. Current owners had operated their business on average approximately 14 years, thus passing the 10-year milestone used by the business analyst company, Dun and Bradstreet (2001) as enhancing the likelihood of survival. The majority planned to grow business with new products or services, or through expansion of existing products and services. Though this study was not an in-depth focus on the direct connection between network membership and business success, when asked if membership in the organization improved their business, the mean score for this group was 3.47 on a 5-point scale. In addition to being fairly successful, the small business owners also appeared to pay their membership dues over the majority of years in business. Budget constraints for most small business owners would not permit expenditures in areas providing little or no direct benefi ts to their 'bottom line'. This is not to say that our sample under-represents less successful, less satisfi ed members, but by the very nature of a voluntary organization, discontented businesses would tend to drop their membership. The key to network continuance, we hypothesized, was that members were largely satisfi ed or did perceive benefi ts and advantages provided from their network. For the networks under study, their continuance was strong in that 20 of the networks had been in existence between 10 and 136 years with an average network age of 49 years. A discussion of our fi ndings therefore largely presents the self-defi ned successful independent business owner's perspective of cooperative actions in fairly successful networks. These cooperative actions appear to offset several of the diffi culties preventing small business growth and survival in small US communities.
Our research largely corroborates evidence from networked small and mediumsized enterprises (SMEs) in other industrialized areas of the world (Arenius and De Clercq, 2005; Borch and Huse, 1993; Ostgaard and Birley, 1994; Pyke and Sengenberger, 1990) . Findings from this sample population suggest the small business culture within small communities located in the Midwestern section of the USA is not so very different from European or Asian small business cultures in that independent small business owners can and do successfully cooperate within their communities and/or industries; however, further sampling of small businesses rather than network members is needed. Cooperation across cultures or within varying regions of the USA was not measured in this study but warrants examination given increasing global opportunities and the 'fl attening of the world' (Friedman, 2005; Manolova et al., 2002) . This study's approach, requiring a combination of theories and methodologies, provided several answers for small businesses seeking ways to meet the challenges of operating in a small community environment. By examining qualitatively and quantitatively formal networking among small business members, fi ndings advance both strategic networking and social capital theory and generate a basis for future research. These theories suggested two key antecedents, resource sharing and shared vision, each of which were hypothesized to contribute to the perception of business benefi ts derived from networking necessary for generating generalized networking advantages and subsequently network continuance. Findings provide strong support for the main thesis of this research and offer valuable insights about the impacts and outcomes of network membership. Thorelli (1986 ), Jarillo (1988 ), and Nelson (2004 held expectations that networks would provide benefi ts and advantages to members. The hypothesized structural relationships in this study explain 66% of the variance in business benefi ts, 96.6% of the variance in generalized advantages of networking, and 77% of the variance in likelihood of network continuance. Finding also suggest that the network performance measure of 'benefi ts to individual businesses' signifi cantly infl uenced the second facet of network performance 'generalized network advantages' and that directly or indirectly these network performance measures signifi cantly infl uenced the level of importance for the 'network's continuance'. Future research is needed to expand the types of network advantages or benefi ts and to determine if the same advantages and benefi ts pertain to small businesses in other industries and to those operating in other geographic areas.
There were specifi c fi ndings in support of social capital and strategic networking theory. In support of Portes and Sensenbrenner's (1993) perspective, social capital constructs such as shared vision were evidenced as having a strong effect on the network members' perceived business benefi ts and members' perceptions of generalized networking advantages. Trust, one of the theorized generalized advantages from networking, was also evidenced as operating at a fairly strong level (3.95 on a 5-point scale) providing empirical support for Granovetter's (1985) suppositions. Perceptions that members will keep their word and that they can operate without fear of being exploited are outcomes from networking that are necessary for members' participation and the continuance of the network.
Contrary to theorized relationships, shared vision but not resource sharing held the expected signifi cant direct effects on the collective level of network performance 'generalized advantages of networking'. The concrete advantages of collaboration Kandemir et al. (2006) found that exist among the network members, in this case did not include sharing of resources. Though fi ndings suggest that resource sharing is a key antecedent to individual business benefi ts, which supports the resourcebased view of the fi rm, we discovered that few fi rms were sharing costs of training employees (9.8%) and costs of consultants (10.6%), but more were willing to share efforts toward infl uencing legislation (43.2%), and a large percentage were willing to share information about new techniques, suppliers, customers, or technology (65%). Factor analysis results suggested these four resource sharing activities were considered high risk; whereas, sharing resources such as equipment or employees, purchasing materials or supplies together, and developing products together were considered lower risk activities. Examination of the lower risk resource sharing items suggests low to medium levels of sharing (means ranging from 1.3-2.4); thus, the analysis did not exclude resources that were frequently shared. Resource sharing of information (2.91) was among the highest rated resources fi rms were willing to 'invest' in networking, and was also an important advantage 'gained' from networking (3.95). These fi nding suggest that resource sharing, even at low and medium levels, enhances the ability of the fi rm to strategically position the individual business. An alternative explanation is that fi rm-to-fi rm or sell-side relationships within the strategic business networks examined, though operating at a fairly high level of shared vision (3.5), remain more independent with less overlap of resources than what is found necessary for alliance success among larger businesses or alternative channel relationships discovered in earlier work by Lambe et al. (2002) . These fi ndings also refl ect Human and Provan's (2000) belief that obstacles stemming from the US small business culture often inhibit network member interactions. Additional types of resource sharing should be included in extensions of this study.
Managerial Applications
Our fi ndings offer practical applications for enhancing small business success in small communities beyond the USA; they support the National Commission on Entrepreneurship's (2001) directive to initiate or connect to structured business networks. To the practicing owner-manager, this research suggests how formal networks might strengthen fi rm alliances, or how network membership in the startup mode could enhance their fi rm effectiveness and chances for continuance. Perhaps the most important fi nding for owner-managers is that networking does impact the business and enhance positive outcomes or advantages such as elevated optimism, profi ts and market status. Members rated their increase in awareness of business competitive capabilities resulting from networking as the highest rated benefi t (3.38 on a 5-point scale.) Network members considered their businesses to be successful (7.2 on a 10-point scale) and held a fairly strong degree of satisfaction with their network (3.6 on a 5-point scale.)
Most policy makers recognize that in addition to recruiting business, existing fi rms and developing new fi rms create additional jobs, increase local incomes and wealth, and connect the community to the larger global economy. Recent rural economic development strategies often include provision of support for industry or community-based networks (Kalomiris, 2003; Manrique et al., 2005; Nelson, 2004) . Findings from this research provide support for the value of formal networking for small business creation, retention, and expansion particularly in small or rural locations, and offers insight as to why some networks continue to exist throughout profound societal and economic change.
Limitations and Future Research
Several research limitations are recognized in this initial investigation of small business networking and warrant consideration in creating follow-up studies or expanding upon these early discoveries. First, in this study of high risk resource sharing, though efforts were made through fi eld interviews to discover a variety of resources, perhaps key resources that are shared among network members remain unclear and warrant discovery in future investigations. Second, fi ndings indicate that the eight business benefi t items included in this study were evaluated as medium in strength (range of 2.41-3.38). It is unknown whether or not there are more important benefi ts that remain unmeasured or if these scores are fairly representative of business benefi ts derived from networking. Third, a great variety of network types were accessed with the commonality of small business owners as members and, given that not all members participated, there may be response bias contributing to these fi ndings. Future research could focus on specifi c industry types and attempt full membership participation. A fourth recognized limitation is that research was conducted in one region of the USA perhaps limiting the generalizability to all US regions. Findings from the four states may refl ect Midwest values of Caucasian small business owners operating businesses in small communities and may not be representative of small business owners operating in other sub-cultures or in larger communities. This research does make a contribution to the growing area of social and strategic network theory by focusing on small business in an often overlooked area of the USA and offers a basis for comparison with fi ndings from network research conducted in Europe and Asia; however, future research could also follow Neergaard's (2005) lead in examining networking behavior and cultural differences in small business owner-managers' ability and inclination to network.
Overall, empirically assessing the positive relationship of business benefi ts and generalized networking advantages supports the essence of social capital theory as well as strategic network theory. Additionally, this research provides a clearer understanding of how complex sociological ties or attachments develop among small businesses or within small communities. Best said by Rauch and Hamilton (2001: 14) , '. . . complex economic networks do not arise exclusively from technological or economic factors but also have social and institutional foundations that structure ownership, control, and exchange relationships in the economy'. Statements from fi eld interviews with small business network directors and members as well as survey responses provided a better understanding of how social and economicbased needs of individual fi rm owners motivate and shape collaboration through strategic networking. El capital social y la teoría de las redes estratégicas forman la base para examinar los antecedentes, impactos y resultados de las redes formales organizadas para incrementar el éxito comercial de las pequeñas comunidades. Los datos cualitativos obtenidos de las entrevistas de campo con los directores de redes y miembros de pequeñas empresas se utilizaron para identifi car cinco constructos teóricos y las relaciones potenciales entre esos constructos. Con la nueva percepción adquirida de las entrevistas se formularon y comprobaron las hipótesis con los datos cualitativos recopilados por medio de un instrumento de encuestas por teléfono de 377 propietarios de pequeñas empresas que eran miembros de una de las 29 redes que funcionan en las pequeñas comunidades de cuatro estados de la región central de los EE.UU. Los propietarios consideraron que sus negocios eran prósperos y con posibilidades de crecimiento. Los resultados de la modelización EQS sugieren que la visión compartida y la repartición de recursos benefi ciaban mucho a las empresas miembros, y que estos benefi cios estaban asociados con una percepción generalizada de las ventajas de afi liarse a las redes y producían un efecto positivo en los planes de participación futura de los miembros, posibilitando así la permanencia de las redes.
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